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“Distribution” has evolved into eBusiness

* More than availability, rates and reservations
* More than GDSs and travel agencies

* Digital channels either are your responsibility, or require your
iInvolvement or perspective
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Agenda

 How do consumers in the Asia-Pacific region use technology?

* What is “social computing,” and what role will it play in your
eBusiness strategy?

* Why is mobile a channel you need to know and care about?
* What steps can hotel executives take to succeed?
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Theme

Successful hotel eBusiness
engages the customer
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Agenda

* How do consumers in the Asia-Pacific region use tec hnology?
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ASPAC online travelers see a role for technology in their lives

Metro India

Metro China

Australia

South Korea

Hong Kong

Japan

Percent who are technology optimists

Base: Asia-Pacific online leisure travelers

Source: Forrester's Technographics® Asia-Pacific Q2 2008 Survey
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sia-Pacific
digital channels

Extensive consumer technology adoption across the A
(ASPAC) region increases the importance of consumer

Australia I(\:/lﬁitr:g Eggg Metro India
Online 99% 71% 63% 19% 99% 99%
Broadband!|  86% 74% 64% 32% 96% 88%
g"hoobrifl 95% 94% 98% 95% 96% 99%
:\:']fet;ir']th | 72% 71% 59% 36% 81% 82%

Base: Asia-Pacific adults
1 Base: Online consumers
2 Base: Mobile phone users

Source: Forrester's Technographics® Asia-Pacific Q2 2008 Survey
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Leisure travel is pervasive, and most ASPAC leisure travelers are online

Leisure Business

Travelers Travelers
N

Percent of travelers online

Australia  77%  22% 900

Japan  74% = 29% ggg;g

South Korea  82%  42% 8832
Metro China 55% 23% _280/3%

68%

Hong Kong 62% 12% 8204

Metro India 47% 5%

Base: Asia-Pacific adults B Business M Leisure

Source: Forrester's Technographics® Asia-Pacific Q2 2008 Survey



Most ASPAC online leisure travelers are the next ge  neration of guests

South Korea

M Gen Y (ages 18-

Japan  [EEINIEERTE TR
W Gen X (29-42)
india [N
™ Younger
Boomers (43-52)
Hong Kong [T 0 B woider Baby
Boomers (53-63)
Metro China [N S S ] = Seniors (64)
Australia ﬁ

0% 200 40% 60% 80% 100%

Base: Asia-Pacific online leisure travelers

Source: Forrester's Technographics® Asia-Pacific Q2 2008 Survey

10 Entire contents © 2007 Forrester Research, Inc. All rights reserved.



We're all motivated by one of three primary motivat lons

Career
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Use motivations for distribution and marketing stra tegy

Metro China

e
B - coco
BN & cocertainment

0% 20 40% 60% 80% 100%

Base: Asia-Pacific online leisure travelers
(numbers may not total 100 due to rounding)
(Hong Kong excluded due to inadequate number of responses)

Australia

South Korea

Japan

India

Source: Forrester's Technographics® Asia-Pacific Q2 2008 Survey w



Gen Y travelers trade offline media for time online

Average number of hours per week spent doing the fo llowing activities

Using the Internet
(personal or work)

Watching TV 12 3 M Gen Y (18-29)

M Younger Boomers
Listening to the radio (not (43-52)

online)

Reading newspapers (not
online)

Base: Asia-Pacific online leisure travelers

Source: Forrester's Technographics® Asia-Pacific Q2 2008 Survey



Bookers now dominate the Asia-Pac online travel lan  dscape

South Korea

~1 Sideliner
Japan W Looker
W Booker
Australia

Base: Asia-Pacific online leisure travelers
(numbers may not add to 100 due to rounding)

Source: Forrester's Technographics® Asia-Pacific Q2 2008 Survey

14 Entire contents © 2007 Forrester Research, Inc. All rights reserved.



Storm clouds loom on the horizon

* In the US, booking has hit a “cyber ceiling”
» US online travelers are frustrated

—16% of US online leisure travelers feel that shopping for travel on the
Internet is more complicated now than it was when they first started
shopping for travel online.

—37% are more concerned about privacy and security now than when
they first started shopping for travel online.

—23% would use a good offline travel agent if they could find one

Base: US online leisure travelers

Source: Forrester's North American Technographics Travel Online Survey, Q1 2008
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Agenda

* What is “social computing,” and what role will it p lay in your
eBusiness strategy?
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puting as the 5

At HEDNA Frankfurt, Forrester identified social com

generation of electronic distribution

2000 - 2005 -

1995 —

1980s 1990 —

1970s

1960s
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The Groundswell

A social trend in which people
use technologies to get the things

they need from each other, rather
than from traditional institutions
like corporations

FORRESTER



Social computing is a cultural and business phenome non

- e
L MI,:,T;W"’N' O Rememberme  IEADUES
1L _—
Fargot pasaward? Click here
Twitter is a service for friends, family, and co—workers [zt aneikerty ‘
to communicate and stay connected through the exchange of

quick, frequent answers to one simple question: What are you
doing?

I really like Twitter.

When | first started doing t, 1 Tuvitter is the telegraph system
thought, ‘geez, not anather of Web 20
Jeff Barr, Amazon.com, Senior website to warry sbout updating
and checking!, but now I'm glad | s
o i icholas Carr. Auther an.

Technologist

point_shevalier, livejoumaller

@ 2006-2008 Twitter AboutUs Contact Blog Explarel APl Help Johs TOS Privacy
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Social computing’s reach and influence extends beyo nd commerce

20 Entire contents © 2007 Forrester Research, Inc. All rights reserved. FORRESTER



Social computing blends marketing and distribution

* YouTube: “Luxury hotels” = 3,560 results
* Flickr: “Hong Kong vacation” = 16,285 results
» Facebook: “London nightclub” = >500 results

FORRESTER



In the US, travelers embrace travel-specific Social Computing

Travel-related activities online leisure travelers do at least monthly

Read traveler-written ratings/reviews online 19%

Read travel-related online forums or discussion
groups

10%

Visit a travel-related social networking site 8%

Read blogs by travel companies 7%

Watch a travel -related video online 5%

Post ratings/reviews of travel-related products or
: 4%
services R 4%
Use a travel-related desktop widget - 4%
Contribute to travel-related online forums or F Y
0

discussion groups

Base: US online leisure travelers
(multiple responses accepted)

Source: Forrester's North American Technographics Travel Online Survey, Q1 2008



Social computing can be confusing

* Travelers interest and adoption varies by country
* Numerous technologies and options exist
« Competitors are taking action (or not)

Image source: Flickr
FORRESTER



To make sense of everything, think POST

P: People Whom do you serve or target?

O: Objectives What do you want to do with social
computing?

S: Strategy How do you envision your relationship

with your customers to change?

T: Technology What social computing technologies
and applications are most relevant?

24  Entire contents © 2007 Forrester Research, Inc. All rights reserved. FORRESTER



The Social Technographics @ ladder groups consumers based on how
they participate in social computing activities

Consumers can
belong to multiple
groups

FORRESTER



ASPAC travelers are more likely than the general pu  blic to engage in
social computing

creaors | 35
. M Online leisure
M Online consumers
Collectors 222‘%%’
Joiners
Spectators
Inactives

Base: Asia-Pacific online consumers and leisure travelers

Source: Forrester's Technographics® Asia-Pacific Q2 2008 Survey

26 Entire contents © 2007 Forrester Research, Inc. All rights reserved.



Every age group participates in social computing

Average number of hours per week spent doing the fo  llowing activities
90% -
80%
70%
60% A
50% A \
40%
30% A
20%
10% A /
0% | | | | |
Gen Y (18- Gen X (29- Younger Older Seniors
28 42) Boomers Boomers (64+)
(43-52) (53-63)
—o—Inactives -#- Spectators ——Joiners Collectors Critics —@—Creators

Base: Asia-Pacific online leisure travelers

Source: Forrester's Technographics® Asia-Pacific Q2 2008 Survey



No two country’s consumers embrace social computing In exactly the
same way

Australia ?:Ar?itr:z Egﬂg Metro India Japan
Creators 27% 46% 27% 53% 36% 53%
Critics 36% 49% 30% 35% 35% 55%
Collectors 18% 40% 27% 20% 13% 25%
Joiners 48% 29% 21% 23% 32% 54%
Spectators 66% 718% 65% 40% 74% 81%
Inactives 22% 18% 31% 32% 18% 5%

Base: Asia-Pacific online leisure travelers

Source: Forrester's Technographics® Asia-Pacific Q2 2008 Survey



Agenda

 How do consumers in the Asia-Pacific region use technology?

e What is “social computing,” and what role will it play in your
eBusiness strategy?

* Why is mobile a channel you need to know and carea  bout?
e What steps can hotel executives take to succeed?

29  Entire contents © 2007 Forrester Research, Inc. Al rights reserved. FORRESTER



ASPAC travelers have mobile devices, and take them everywhere

: Metro Hong :
Australia China Kong Metro India Japan

Online 99% 71% 63% 19% 99% 99%
Broadband?| _ 86% 74% 64% 32% 96% 88%

Mobile | 9504 94% 98% 95% 96% 99%

phone
Mobile " 729 71% 59% 36% 81% 82%
Internet*:

Base: Asia-Pacific adults
1 Base: Online consumers
2 Base: Mobile phone users

Source: Forrester's Technographics® Asia-Pacific Q2 2008 Survey



Mobile data supports productivity and immediacy

Percent who do the following at least once a week f  rom their mobile phones

83%
82%

SMS/Text
messaging

M Business travelers
M Leisure travelers

Send/receive
emaill

MMS/Send
picture
messages

(Not asked in Asia-Pacific)

Base: Asia-Pacific online travelers who own/use a mobile phone

Source: Forrester's Technographics® Asia-Pacific Q2 2008 Survey w



Travelers use mobiles for immmediate, location-based information

Percent who do the following at least once a week f  rom their mobile phones

0]
Search for information 17%

Look up directions or maps

M Business travelers

Check flight or train status _
M Leisure travelers

Research products for
purchase

7%

0
Purchase products online 8%

Base: Asia-Pacific online travelers who own/use a mobile phone

Source: Forrester's Technographics® Asia-Pacific Q2 2008 Survey w



In the US, business travelers are more interested i n mobile travel services

Percentage who are interested in using their mobile devices for the following activities
(4 or 50n ascale of 1 [not at all interested]to 5 [very interested])

N 47%

Checking in to flights 3506 47%
Using mobile phone as room key or 24%
boarding pass 36%
Booking hotels 4% 37%
Researching rental cars 9206 34%
Researching flights 3% 34%
Researching hotels 930 34%
Booking rental cars 219 33%

Base: US online leisure/business travelers who own a Web-enabled mobile phone

Source: Forrester's North American Technographics® Q2 2007 Online Travel Survey



US frequent travelers find the most utility in mobi le travel services

60% —— Interested in
researching

50% travel via mobile

40% — Interested in

/ booking
30% - - travel via mobile
// Interested in mobile

20% = _
check-in/check-out
10%
- ' i
0% | | Inter_ested in using
mobile phone
Infrequent  Moderate (3- Frequent (5+ as room key or
(1-2 trips) 4 trips) trips) boarding pass

Base: US online leisure travelers who own a Web-enabled mobile phone

Source: Forrester's North American Technographics® Q2 2007 Online Travel Survey



Orbitz drives channel preference with Traveler Updat  es service

35  Entire contents © 2007 Forrester Research, Inc. All rights reserved. FORRESTER




ion

Mobile spurs the 6th generation of travel distribut

1995 - 2000 - 2005- 2008 —

1980s 1990 —

1970s

1960s

FORRESTER
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Agenda

 How do consumers in the Asia-Pacific region use technology?

e What is “social computing,” and what role will it play in your
eBusiness strategy?

* Why is mobile a channel you need to know and care about?
* What steps can hotel executives take to succeed?

37  Entire contents © 2007 Forrester Research, Inc. All rights reserved. FORRESTER



Hotels must make their eBusiness channels work bett er for them

 PMS, CRS, GDS, Web, contact centers, mobile, etc.
» Overcome price focus of travelers, travel agents

» Support product, brand differentiation

* Allow different shopping behaviors

* Recognize customer value

FORRESTER



To truly engage digital travelers, eBusiness muste  volve

From...
e Channel
* Single purpose

* Functional

...TO
e Gateway
* All-encompassing

« Fulfilling

FORRESTER



Travel eBusiness must be continuous and comprehensi ve

Manage/support

Learn/educate

Traveler

Buy

40 Entire contents © 2007 Forrester Research, Inc. All rights reserved. FORRESTER



Travel eBusiness must be three-dimensional; 3D eBus Iness

Engagement

Sales Service/Support

41 Entire contents © 2007 Forrester Research, Inc. All rights reserved. FORRESTER



We need to emotionally engage travelers

e Tap into travelers’ willingness to indulge themselves
 Deliver the right content, in the right channel, at the right time
* Make it easy to trade up
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Allow guests to shop by “theme” rather than the curre nt linear path

43 Entire contents © 2007 Forrester Research, Inc. All rights reserved. FORRESTER



Make it easy for travelers to trade up




Context helps travelers and travel agents make smar  ter decisions

45  Entire contents © 2007 Forrester Research, Inc. Al rights reserved. FORRESTER



Travelers set budgets — how can you help them?

46 Entire contents © 2007 Forrester Research, Inc. All rights reserved. FORRESTER



Video allows people to engage in your property or b rand

Which of the following types of Web sites did you u se

Have you watchgd\itavg vigladashyiiglen in the past1 2
onths?

An online travel agency Web site (e.g., Expedia,

Travelocity) 49%

A travel supplier site (e.g., Hilton 37%
A Web site dedicated to vide 35%
A general media site (e.g., C

A travel review/community sit

A social networking site (e.g., Facebook, M

Base: US online leisure trad@aserslithonliakleisaveltralatiedsyideo online
AT e e - 8ol Bt Fmtertars miBAm AitanciechedynaghiphosTeh G DeliSerSeyy 6. QA0B008



SMS’ immediacy lends itself perfectly to hospitalit y

48  Entire contents © 2007 Forrester Research, Inc. All rights reserved. FORRESTER




Distribute content via GPS and personal navigation devices (PNDs)

49  Entire contents © 2007 Forrester Research, Inc. All rights reserved. FORRESTER




Thank you

Henry H. Harteveldt
+1 415.206.0889

www.forrester.com
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